The aim of this research is to examine the factors affecting adoption of Takaful (Islamic Insurance) 
Introduction
This research is to examine the factors affecting adoption of Takaful in the Maldives and provide meaningful information to the Takaful stakeholders such as Takaful regulators for them to make policies to enhance market preference and Takaful companies to develop strategies to increase market share.
Most of the researches conducted on Takaful during past decade were carried out in Malaysia (Aris et al. 2009; Lada et al. 2009; Ab.Rahim & Amin 2011; Abdul Aziz et al. 2011; Ayinde & Echchabi 2012; Amin 2012; Arifin et al. 2013; Husin & Rahman 2013; Kamil & Nor 2014; Arifin et al. 2014; Husin et al. 2015; Kamarul Ariffin et al. 2015; Husin & Rahman 2016; Zakaria et al. 2016) . Besides these, there few studies done in Middle East and Africa (Echchabi et al. 2014; Echchabi & Ayedh 2015) and Handful research conducted in Europe (Echchabi & Echchabi Page 87 2013).However, there are no official publications of any research on Maldivian context related to Takaful and financial industry in general.
Most of the studies on adoption of Islamic banking and Insurance (Takaful) collectively reported that factors like accessibility, religious beliefs, good social responsibility practice, trust, reputation and image, level of compliance with sharia, pricing policies, and awareness found to be significant in deciding to adopt these services (Tan & Teo 2000; Noresma bt. Jahya 2004; Aminet al. 2011; Dariyoush & Hussin 2012; Jaffar & Arshad 2013; Thambiah et al. 2013; Jamshidi 2014; Obeid & Kaabachi 2016) .
Based on the literature, most of the past studies adopted theoretical models like Theory of Reasoning Action (TRA) (Fishbein & Ajzen 1975) , Theory of Planned Behaviour (TPB) (Fishbein & Ajzen 2010) , Decomposed Theory of Planed Behaviour (DTPB) (Taylor & Todd 1995) , Technology Acceptance Model (TAM), , Innovation Diffusion Theory (IDT) (Rogers 1995) . Moreover, large number of researches adopted descriptive or explanatory research (Husin & Rahman 2013; Husin & Rahman 2016; Zakaria et al. 2016) .
Objectives of the Research
 To determine whether awareness influence the adoption of Takaful in the Maldives.  To determine whether Relative Advantage influences the adoption of Takaful in the Maldives.  To determine whether compatibility influence the adoption of Takaful in the Maldives.  To determine whether social influence impact adoption of Takaful in the Maldives.  To determine whether attitude influence adoption of Takaful in the Maldives.
Literature Review
The first formal definition of consumer behaviour was publish by Walters and Paul in their book called "Consumer Behavior: An Integrated Framework". It defines consumer behaviouras adecision making process whereby people decide on what to buy, where to buy, when to buy, how to buy and from whom to buy goods and services. This process involves both physical and mental activities (Walters & Paul. 1970 ).
Hence, some of the key theories and models of intention-behaviour will be discussed here to see if these are beneficial to the current study of investigating factors affecting the adoption of Takaful. The Theory of Reasoned Action (Fishbein & Ajzen 1975 )is a widely used expectancy-value model which is based the outcomes of attitude, subjective norms and intention towards a specific behaviour. It is an established framework use to evaluate the relationship between attitude and their underlying believes.. Therefore, adapting TRA in studying intention behaviour to adopt Takaful (Islamic Insurance) seemed justified. The theory of planned behaviour (TPB) has emerged as one of the most influential and popular conceptual frameworks for the study of human behaviour (Ajzen 2001) . Basically, TPB is an extension of the TRA (Fishbein & Ajzen 1975; Ajzen & Fishbein 1980 ).This theory is extended to cover the fundamental limitation in TRA and fits in the situation where behaviour is not under volitional control.
Page 88 Technological Acceptance Model(TAM) was developed by Davis (1989) Fishbein and Ajzen's (1975) Theory of Reasoned Action (TRA) and social cognitive theory of (Bandura 1986 ).
Interestingly in 2015 again Echchabi & Ayedh (2015) conducted same survey in Yemen titled 'Factors influencing the Yemeni customers' intention to adopt Takaful products'. Using samples of 123 and found that only compatibility was positively and significantly affects the adoption intention of Yemeni towards Takaful products. Therefore compatibility found to be a significant factor in the three different countries namely Malaysia, Tunisia and Yemen. However, due to sample size being too small the findings in different context may change.
Another interesting study by Echchabi & Echchabi (2013) on 'Islamic insurance in the European countries: insights from French Muslims' perspective'. Which was conducted in France among 67 Muslim respondents to investigate the willingness of French Muslims to adopt Islamic Insurance (Takaful) as well as the factors that may influence their decision. This study used Theory of Planned Behaviour as frame work and found that French Muslims were willing to adopt Takaful as an alternative to the existing conventional insurance. However again due to too few samples used in the survey outcome of the study may not be accurate.
Soualhi & A Shammari (2015) conducted a research in Kuwait titled 'Indicators of Takaful Awareness among Kuwaitis' using a survey of 640 questionnaires. The variables used were demographic factors gender, age, status, education and religious background to measure awareness on general, product features and Shariah compliance. This model was developed emphasizing on the aspect of awareness hence it lacks the explanation of the relationship.
Conceptual Framework
Page 89 According to (Fishbein & Ajzen 2010) ,attitude is an evaluative effect of positive or negative feeling of individuals while performing a particular behaviour. Attitude towards a behaviourism referred to asthe degree of favourable or unfavourable evaluation or view a person has towards that behaviour (Suki 2010).
H1: There is a significant impact of attitude on adoption of Takaful in the Maldives
Awareness if the first stage of adoption of any product or services (Rogers 1995) . Without customer knowing about product or services, there would be no motive to buy the product or service. According to (Rogers 1995) , the awareness stage was hypothesized to be followed, over time, by the interest, evaluation, trial and finally, the adoption stages. Therefore, awareness is a crucial factor in the adoption process of Takaful which will create curiosity among customers.
H2: There is a significant impact of consumer awareness on adoption of Takaful in Maldives. Relative advantage is defined as the degree to which an innovation or products recognized to be better than the substituted ones and this is often express as economic profitability, conveying social prestige, or other potential advantages that potential adopter would receive by implementing the current innovation (Rogers 2003) .
H3: There is a significant impact of relative advantage on adoption of Takaful in the Maldives.
According to (Rogers 2003) , compatibility is the degree to which an innovation is perceived as consistent with the exiting values, past experiences, and present need of potential adopter. Previous studies in different perspectives have validated that it is more likely to accept a new products or idea if the innovation is perceived as compatible with their beliefs, norms, current standards, social system, , as well as their values and lifestyles (Tan & Teo 2000; Ayinde & Echchabi 2012; Jamshidi 2014; Echchabi et al. 2014; Echchabi & Ayedh 2015; Husin et al. 2015; Obeid & Kaabachi 2016) .
H4: There is a significant impact of Perceived compatibility on adoption of Takaful in the Maldives.
Social influence or subjective norm refers to perception of the individuals' likelihood that a potential referent group or individual will approve or disapprove of a given behaviour(Ajzen1991). Numerous researchers have found that subjective norm positively influence intention and adoption behaviours in different contexts (Amin 2012; Innan & Moustaghfir 2012; Husin &Rahman 2013; Echchabi & Echchabi 2013; Husin & Rahman 2016) . According to empirical studies, social influence is one of the important factors that enhance the intention to use the Islamic financing products including Islamic baking (Noresma bt. Jahya 2004; Thambiah et al. 2013; Obeid & Kaabachi 2016) , internet banking (Tan & Teo 2000) H5: There is a significant impact of Social Influence on adoption of Takaful in the Maldives. The current study was conducted using explanatory research. Explanatory research was conducted to analyse cause and effect relationship among factors that may affect adoption of Takaful in the Maldives. For the current research data was collected from primary data sources. Because since this research was done in Maldives, and Takaful being very new topic, collection of information was entirely new. Apart from this, reliability of primary data is very high, it is original and relevant to research topic.
Methodology
The target population for the research was general public of Maldives who are between 20 years and 64 years old. This age band is selected because, even if 18 year is considered as minimum age for employment, normal age form employment is 20. According to last census in 2014, there were 201,797 people who are under this category. 
Sample Size and Sample Techniques
A sample size of 350 was chosen based on "Rule of 10" minimum sample size requirement suggested by various authors. According to Rule of 10, at least 10 cases should be there for each statement in the used questionnaire (Everitt 1975; Nunnally 1978; Marasculio & Levin 1983; Arrindell & Ende 1985) . The research questionnaire consist of 32 questions hence 350 is adequate for this research. However from the 350 questionnaire 340 questionnaires were received and used in the analysis.
Data Analysis Plan
SPSS version 21 software was used to analyse the collected data, because it is a sophisticated software used by social scientists and other professionals to analyse statistical data which provides wider range of options and generate better result compare to other statistical software (Green & Salkind 2013) ..To analyse the collected data, first normality test was conducted through SPSS to check the scale of the questionnaire. This was done analysis kurtosis and skewness of the data collected. After that, reliability analysis, factor analysis, sample adequacy, correlation and regression was conducted to achieve the outcome of the research.
Page 91 Overall Adoption of Takaful has strong relationship with all the independent variable (AW: 0.563, RA: 0.724, COM: 0.773, SI: 0.529, ATT: 0.841) with significance probability of 0.000 for all the independent variables. Moreover, it has a positive relationship between all the variables. Therefore, this indicates that Maldivian are willing to adopt Takaful and factors; Awareness, Relative Advantage, Social Influence, Compatibility and Attitude may influence the adoption of Takaful. This result is similar with findings of Husin & Rahman (2016) , who studied intention behaviour of Malaysian to participate in Islamic Insurance. Their finding showed that Attitude, Awareness and Subjective norms (Social Influence) including other factors are significant in influencing intention behaviour to participate in Islamic Insurance. Similarly (Husin et al. 2015) in their study found that compatibility, awareness and Social Influence were positively correlated with adoption of Takaful.
Result and Discussion

Descriptive Analysis
Multiple Regression Analysis
Referring to the Table 4 above, the model summery shows that the R is 0.854, R square is 0.729 and adjusted R square is 0.725. Which means that 72.5% of the variance of Adoption of Takaful can be explained by its five independent variables (Awareness, Relative Advantage, Compatibility, Social Influence and Attitude) indicating that the model used in this study is a good fit. Because as general rule of thumb a good fit is considered to explain minimum of 60% variation of the dependent variable (Zakaria et al. 2016) . Similarly, Durbin -Watson value of this study is 2.033 which is acceptable as the suggested value range is between 1.5 and 2.5 (Alam et al. 2012) . This indicates there were no autocorrelation problems in the data used in this research. Furthermore, F test value for this study is at 180.088 and p-value is <0.000 which is less than 0.05. This means that there is a significant relationship between Adoption of Takaful all the dependent variable. Therefore, overall the model a good descriptor of the relation between Adoption of Takaful and predictor variables.
As illustrated in the Table above, there is a positive relationship with all the independent variables to Adoption of Takaful accept Social Influence which shows negative beta value of -0.023. It also shows only that two independent variables which are Compatibility (COM) and Attitude (ATT) have significant relationship with Adoption of Takaful, while remaining three independent variables have insignificant relationship with Adoption of Takaful. Therefore, the null hypotheses of three independent variables (Awareness, Relative Advantage and Social Influence) need to be discarded whereas the null hypotheses of the remaining two independent variables (Compatibility and Attitude) should not be discarded. Hence based on the result shown in Table, 
Recommendation for Future Research
In this research only 340 copies of questionnaires were collected. However, the sample size of the research needs to cover entire Maldives. Therefore, in order to be more representable, for future research the sample size should be increase to cover all the islands in the Maldives. This will give more unbiased data for the analysis. Furthermore, this research used only data collected from capital city Male', hence, in order to reduce bias of result and enhance the accuracy and reliability of the data, future research should focus on other islands as well. Therefore it is recommended to extend the survey to other island. Most importantly, to increase the number of respondents and to reach target population more easily, researchers may distribute the questionnaire through internet. Today internet is the busiest network and many Maldivians commonly use the internet service on their hand phones. Applications like Viber and WhatsApp can be used as platform to reach the not so easy to reach populations in countries like Maldives. This will reduce the printing cost, travelling expenses and most importantly data entry and data missing issues.
